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Underdeveloped Other in country-of-or igin theory and practices
Rohit Varmana∗ and Janeen Arnold Costab
aIndian Institute of Management, India; bDavid Eccles School of Business, University of
Utah, USA
Consumers and marketers employ extant sociocultural discourses to give meaning
to the products they consume or sell. In this paper, we present data and analyses that
illustrate the manner by which American consumers and marketers draw upon one
such sociocultural discourse, development, in the context of “craft” objects.
Beyond the focus on discourse, however, our intent is to apply a post-development
perspective to the Otherness inherent in country-of-origin (COO) theory and prac-
tices. We critique the COO framework and see it as a ramification of, and further
creator of, economic difference and hierarchy.
Keywords: country of origin; globalization; otherness; craft products; post-
development theory
...Enchant your home with the ancient African charm of this Bakota tribe brass profile.
This ceremonial profile depicts the visage of the Bakota tribal kings. Tribesmen believed
that the King had the ability to communicate with his tribal ancestors, causing him to be
revered and feared at the same time. The king used this unique position to exert control
over the Tribal Kingdom.
Story Behind the Art
Born in a town of Kumasi, Ghana, West Africa to a family of 9 children this master carver
had limited opportunities. His mother sold fish in the local market to feed the family. His
parents were divorced when he was only 8 years old, he was affected by that so much that
he became a truant and difficult for his mother to handle. Therefore his mother sent him to
live with his father at a town called Tamale in the Northern region of Ghana when he was
12 years old. It was there that he developed an interest for art. He dropped out of school
when he was 14 years old and started learning how to carve with a master crafter at
Tamale. (Overstock.com http://www.overstock.com/Worldstock/Bakota-Brass-Profile-
Ghana/672609/product.html)
This example and others we present illustrate cultural Otherness and the discourse of
development manifest in the marketing and consumption of “craft” products. This
helps to critically analyze country-of-origin (COO) theorization and practices in
marketing which are inflected with development discourse. Often development as a
discourse refers to specific forms of representations and wielding of power that allow
a privileged minority to subjugate others (Escobar 1995; Rahnema 1997). According
to Escobar (1995, 41) this discourse creates “‘abnormalities’ (such as ‘illiterate,’ the
‘underdeveloped,’ the ‘malnourished,’ ‘small farmers’ or ‘landless peasants’), which
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it should later treat and reform.” In this research, we show a similar manifestation of
abnormalities in marketing and consumption in the USA of craft products presented
as or thought to be from “Third World,” “developing,” or “un/underdeveloped”
countries. Our emphasis on development discourse explicates aspects of Otherness in
COO theory and practices that have been elided in the past.
We start by discussing a post-development perspective to examine the discourse of
development, which our analysis has shown to be a form of Otherness pertinent to the
marketing and consumption of the products we use for illustration. We examine theor-
ists who have emphasized development as a discourse in terms of inequities and social
disruption, thereby moving beyond mere description of Otherness to a critical analysis
that places the discourse more squarely within the context creating subjectivities and
power. In the second part of our literature review and background, we draw upon
COO theory and role of underdeveloped Other in the framework. Following the litera-
ture and theoretical section, we describe our methodology and databases, presenting
and analyzing our data in themed sections that exemplify critical aspects of develop-
ment discourse as invoked consistently by marketers and consumers. The data illustrate
hierarchy and emphasize difference or Otherness in the discourse concerning the pro-
ducts. Any discourse must be understood within the context of the power it creates,
maintains, and furthers (Foucault 1970); development discourse, here seen in COO
theory and practices, is a clear manifestation of hierarchy and power in today’s
globalized economy.
Theoretical considerations
Several theorists arguing from the post-development perspective have questioned the
idea of development as a universal solution to achieve human progress (e.g. Escobar
1995; Illich 1969; Rahnema 1997; Sahlins 1972). These scholars critique development
as a discourse that makes the “underdeveloped” dependent subject to, and of, the
“developed.” According to Escobar (1995, 53):
The coherence of effects that the development discourse achieved is the key to its success
as a hegemonic form of representation: the construction of the poor and underdeveloped
as universal, preconstituted subjects, based on the privilege of the representers; the exer-
cise of power over the Third World made possible by this discursive homogenization.
The role of the discourse through stylized representations of “underdevelopment” is to
create dependent subject positions which are also categorized as abnormal and back-
ward. Such representations often created in the First World (aka “The West,” “The
North,” “developed,” “advanced,” etc.) and by more privileged elite help to subjugate
and to control those labeled as underdeveloped. Escobar (1995, 53–54) further adds,
Development assumes a teleology to the extent that it proposes that the “natives” will
sooner or later be reformed; at the same time, however, it reproduces endlessly the sep-
aration between reformers and those to be reformed by keeping alive the premise of
the Third World as different and inferior; as having a limited humanity in relation to
the accomplished European.
It is evident that two important vectors characterize development discourse. The
first vector is normalization, which forces the Third World to follow the models of
development created by the West in order to “catch up” and to modernize. Lacking
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mechanization, “advanced” technology, certain consumption objects, and higher levels
of income are considered signs of backwardness that should be overcome. This
perspective not only totalizes and subsumes plural and diverse ways of living but
also privileges the world view of the West over the Rest. Rahnema (1997), criticizing
such discursive practices inherent to development, observes:
The language of development is pseudo-scientific, technocratic and expert based, com-
posed of words that are ambiguous, confusing and manipulative, particularly to the
local people. Some terms are chosen to denigrate attitudes and modes of life in which
the communities concerned have always taken pride. The term “primitive economy” is
used instead of conviviality. A community which produces just what it needs, leaving
the rest of its time to leisure and other activities is labeled unproductive ...Almost all
are intended, indirectly or directly, to inculcate in the minds of the “underdeveloped”
the hard “truth” of their existential and historical inferiority. (123)
Thus, one of the outcomes of development discourse is the creation of a subject that
suffers from a deep sense of inferiority. In this instance, inferiority is created by deva-
lorizing socioeconomic practices and by valorizing the practices that are inherent to a
capitalist way of life (see also Sahlins 1972). As such, underdeveloped peoples are
primitive savages who need to be reformed and modernized. Such discursive practices
not only help capitalism to expand seamlessly but also allow the privileged West to
denigrate and to control the Rest, making development an ideology and a tool of
manipulation in the hands of a privileged minority (Shanin 1997). Drawing upon
this interpretation, Frank (1997, 263) labels development as a, “debauched word, a
whore of a word.” Rahnema (1997) further argues that development discourse has
become a way of justifying new forms of colonialism and is more insidious and
destructive than earlier justifications used to bolster imperialism.
Escobar (1995) indicates the second important vector of development discourse is
Otherness. Accordingly, “underdeveloped” categorizes people, cultures, and nation
states as different from those that are “developed.” From Cartesian dualism (Descartes
1637–1641/1986) to Lacan’s (1978) mirror stage of identity, many scholars have
posited binary oppositions as central to issues of self and society. The transcendent
experience of non-self as society (Durkheim 1915/2001), of the reflexive and contem-
plative self, and of the self identified as separate from Other (Piaget 1969, 1971) all
reflect concerns with both the individual and the group, awareness of which is manifest
through processes involving both. For Levi-Strauss (1949/1969), awareness of Self and
Other came about through belonging either to one’s own kin group, with whom sex and
marriage were banned, or to the group into which one should marry. Moreover, Levi-
Strauss posited that the human mind, particularly as manifest in “underdeveloped”
peoples, is structured to operate, literally to think, in a binary and oppositional
manner (e.g. 1966, 1969). In development discourse, Otherness encourages and pre-
scribes emulation of the superior developed by the inferior underdeveloped. Post-devel-
opment theorists indicate that, although development attempts to force the
underdeveloped to emulate the developed, development is also premised on a funda-
mental division of privileges and hierarchy which never allows the two sides to
become equal (Escobar 1995; Rahnema 1997). This second moment in development
discourse leads to ambivalence and helps to create Otherness. The irony in this dis-
course is similar to post-colonial mimicry reported by Bhabha (1994), whereby coloni-
zers are keen to reform and discipline the colonized and also acknowledge that natives
can never be equal or similar to the colonizers. Here, development is the sign of a
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double articulation; a complex strategy of emulation and Otherness. Thus, development
discourse, to borrow Bhabha’s phrase (1994, 122), often speaks “in a tongue that is
forked.”
We find similar evidence of essentializing development discourse in Rousseau’s
(1749–1761/1966) concept of the “Noble Savage” that may have had the most signifi-
cant and evident impact on the discourse. In the mid-eighteenth century, Rousseau,
drawing upon Lescarbot (1609/1968; see Ellingson 2001), depicted underdeveloped
as “primitive” and “simple” people as moral, gentle, “natural” beings, counterpoised
against those who resided in “civilized” and “developed” society. The latter, Rousseau
claimed, were artificial, degraded, lazy, and immoral. A century later, Crawfurd (1861)
produced numerous works that would disseminate and clearly ground the myth of the
Noble Savage in Western popular culture (Ellingson 2001).
Since the time of Rousseau, development discourses have typically demonstrated
romanticizing, often patronizing, attitudes which emphasize reformation through pro-
cesses of external intervention in the form of development. It is argued that the under-
developed Other may be feared, represented as violent, savage, and monstrous (Said
1978). In this discourse, the underdeveloped primitive “are like children ...untamed
...irrational, violent, dangerous” (Torgovnick 1990, 8). Johada (1999) highlights the
general Western view of cultural and geographical Other as underdeveloped, with
popular tropes of “savage,” “monstrous,” “wild,” “animal,” “child- like,” and “sensu-
ous.” Both gentle and savage, moral and violent, harmonious yet dangerous, underde-
veloped peoples are enigmatic; in the West, they exemplify Otherness, mysterious,
exotic, desirable yet feared. Moreover, primitivist development discourse occupies a
central position in many dimensions of culture. The recent blockbuster movie
“Avatar” exemplifies these dialectical tensions, for example. Overlaid with the conflict
between exploitative capitalism and primitive and ecologically conscious lifeways, the
use of very advanced technology by creating avatars to access “the natives” emphasizes
the oppositions inherent in development discourse. Thus, in the context of Otherness in
development discourse, hierarchy, domination, and Western legitimation are also mani-
fest. Overall, underdeveloped savages “exist at the ‘lowest cultural levels;’ we occupy
the ‘highest,’ in the metaphors of stratification and hierarchy” (Torgovnick 1990, 8,
18). For the West, the underdeveloped unknown must be understood, the wildness
tamed, and domination and power over the primitive enacted through development
processes.
In several disciplines that include anthropology, history, travel studies, political
science, sociology, and development economics, scholars have examined the phenom-
enon of the cultural Other through development discourse. While some scholars in each
of these disciplines may consider Otherness from a basic or applied research perspective,
we advocate the use of a critical perspective in our interpretation of marketing and
consumption of cultural products. Considerations of power and knowledge, hierarchy,
and subjugation, and a critique of capitalism, colonial and neo-colonial expansionism,
and globalization reflect more accurately the complex machinations of development
and situations of individuals and societies “on the ground.”
COO and underdeveloped other
The concept of COO gained the attention of marketing scholars in the 1960s, and a vast
amount of theorization subsequently arose in the area (Roth and Diamantopoulos 2009).
COO research shows that consumers associate product quality with COO (Gurhan-Canli
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and Maheswaran 2000; Schooler 1971). In COO conceptualization or practice, signifi-
cant emphasis is placed on understanding country images (Papadopoulos and Heslop
2000). It has been argued that country images can override product evaluations and
influence consumer choices (Klein, Ettenson, and Morris 1998). Extant research
shows that country images consist of cognitive, affective, and conative components
(Laroche et al. 2005). Moreover, in the current era of global production systems,
hybrid products with multiple sites of manufacturing are often evaluated through the
strength of their branding, which is almost invariably associated with a home COO
(Chao 1993; Johansson and Nebenzahl 1986). For example, a Sony product manufac-
tured in China is still perceived to be a Japanese product with its associated home
country images. Bannister and Saunders (1978, 562) describe country images as, “gen-
eralized images, created by variables such as representative products, economic and pol-
itical maturity, historical events and relationships, traditions, industrialization and the
degree of technological virtuosity.” Subsequently, some researchers have narrowed
this broad-based approach on country images to “perceptions of the country’s pro-
duction and marketing strengths and weaknesses” (Roth and Romeo 1992, 480).
Several other researchers have called for a contextual understanding of place in COO
conceptualization and have drawn attention to spatial relationships which extend
beyond nation states (e.g. Askegaard and Ger 1998; Ger, Askegaard, and Christensen
1999). Adding to the debate, Pappu, Quester, and Cooksey (2007) have suggested
that country images can be divided into macro- and micro-dimensions. Among other
aspects, the macro-dimensions include a focus on standard of living, welfare system,
development level, and free markets; the micro-aspects of country image include
product-related dimensions such as technical advancement, reliability, status, etc. We
focus in particular on economic development as it has been discussed in COO theory
and on creation of Otherness through it.
Several scholars use the dimension of economic development to understand country
images in COO theory (e.g. Chassin and Jaffe 1979; Cordell 1993; Parameswaran and
Pisharodi 1994). Researchers have identified economic development as one of the key
drivers of a positive country image and have argued that consumers manifest different
perceptions for products from “developed” and “developing” countries (Yelkur, Chak-
rabarty, and Bandyopadhyay 2006). More specifically, Papadopoulos and Heslop
(2000, 22), in a multi-country image study, use the dimension of economic develop-
ment and conclude that, “countries with generally lower levels of development are
rated uniformly low ...consumers generally hold less favorable attitudes toward pro-
ducts from developing nations.” Thus, in the COO conceptualization developed1
countries are given an exalted position, while developing countries or the Third
World are denigrated. Similarly, Mittelstaedt et al. (2004, 23) have found that:
The success of “world famous” brands may not only relate to the superiority of the brand
but also to the country-of-origin. As such, the level of familiarity with a country’s brands
may affect the success of the strategy. The familiarity and perception of a country and its
brands, as well as the stage of the economic development, may affect the perceptions of
differences that consumers have of different countries.
In this theoretical interpretation that dominates much of COO conceptualization, the
global south lags behind countries in the north. Here, the superiority of products ema-
nates from the supremacy of a nation state or a region. Building on Rostow’s (1960)
theory of stages of economic development, Third-World countries are spatial and
temporal laggards that must “catch up” with First-World countries by imitating them.
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Thus, COO theory builds on and contributes to a hierarchy of nation states. COO theory
further emphasizes differences between nation states based on economic development.
For example, Mittelstaedt et al. (2004) explicitly develop a scale that helps to measure
economic differences between countries. Accordingly, consumers use the economic
differences as a form of Otherness to evaluate products from different countries.
Understanding Otherness of place images has informed the work of some marketing
and consumer behavior theorists, both in terms of particular products and as part of the
marketing and consumption process. For example, Bonsu (2009) demonstrates the
dominance of racial stereotypes in representations of Africa in American and Canadian
advertising, and richly illustrating themes of Otherness, primitiveness, and alterity that
pervade these advertising images. In a similar vein, Costa (1998) has reported themes of
primitivism and Otherness in marketing and consumption of Hawaii. In fact, Graburn
(2001) suggests the marketing and consumption of any product related to the concepts
of “heritage” and “tradition” must consider notions of Otherness and alterity. Theorists
in other disciplines have long recognized this process. Eric Wolf, in Europe and the
people without history (1982), for example, powerfully describes the first phase of
major European expansionism and the resultant expropriation and appropriation of
Other products, cultures, and humans themselves. Subsequent European colonial and
neo-colonial systems maintained and furthered hierarchical Otherness. According to
King (1991), “under the colonial paradigm, the world became divided into two kinds
of people and two types of societies: powerful, administratively advanced, racially
Caucasoid, nominally Christian, and principally European dominant nations; and
powerless, organizationally backward, traditionally rooted, and mainly non-White
dominated societies” (Alsayyad 2001, 5). The former produced and marketed certain
goods, while the latter created or assembled Other products; the exchanges, like the
social constructions that surround them, reflected marked inequalities.
Apart from creating and furthering aspects of Otherness, much of the managerially
oriented COO theorization has focused on how businesses can make use of economic
differences to enhance their positions in global markets (Ahmed and d’Astous 2008;
Al-Sulaiti and Baker 1998). In drawing upon this aspect of COO theory, Papadopoulos
and Heslop (2000, 42) suggest that:
A company from an advanced country may decide to stress its national origin, rather than
its place of manufacture, when it shifts its production to a developing country to take
advantage of lower labor costs .... And a firm from a developing country may decide
to begin assembling in an important advanced market, to capitalize on the host’s stronger
perceived position.
The above narrative of strategic manipulation by businesses from the First- and
Third-World countries is inflected with a particularized vision of societal advance-
ment through economic development. Instead of challenging these categories of
development through critical scholarship, this framing creates a global hierarchy
that privileges some nations and subordinates others to a state of inferiority. Thus,
the hierarchy of countries in COO theory is dependent on the creation of an underde-
veloped Other.
The COO hierarchy of nations is actively deployed for marketing products from
Third-World countries, particularly for cultural products that include craft objects
and tourist destinations. In this domain, underdevelopment and Otherness often have
clear implications for the marketing and consumption of products. Exemplifying under-
development, the discourses associated in particular with tourism marketing and
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consumption create, maintain, and justify a political, economic, and social order,
specifically placing the “superior” West at the center as the consumer and the “inferior”
Other at the periphery, to be consumed. In the tourism context, “disparate cultures meet,
clash and grapple with each other, often in highly asymmetrical relations of domination
and subordination” (Pratt 1992, 4; see also Borgerson and Schroeder 1997; Costa
1998). Moreover, in tourism and in the manufacture and sale of culture-based products
to Westerners, non-Western producers are themselves influenced by development dis-
course, creating and marketing their products as an extension of underdeveloped
images in order to appeal to Western consumers (see Howes 1996; Robinson 2001;
Rossel 1988). The resultant transformation of culture and community can be extensive;
Alsayyad (2001) indicates tourism development can produce “entire communities that
cater almost wholly to, or are even inhabited year-round by the ‘other’” (3). Thus, as
marketers and consumers interface, “transculturation” occurs, wherein the cultural
Other changes its own identity as a result of Western representation and influence
(Pratt 1992). Moreover, some important works concerning the marketing and/or con-
sumption of underdeveloped Other focus on issues of political and economic power
(in addition to those mentioned above, see Buck 1993; Crick 1989; Ekholm-Friedman
and Friedman 1995; Greenwood 1989; Hannerz 1990; Shields 1990), and we consider
these to be significant for our own analysis.
Theorists of Otherness have consistently emphasized hierarchy, domination, and
subordination; power and hierarchical development discourses are exemplified in the
marketing/consumption of culturally Other products and have implications for globali-
zation, cultural resistance, and cultural conflict (e.g. Burton 2009a, 2009b; Johansson
2004). Linking consumption of the cultural Other to Marx and Engels’ work on the cea-
seless expansionism of capital, Upton (2001) emphasizes hierarchy and exploitation in
the context of globalization. Rather than seeking raw materials and markets for indust-
rially produced goods, however, contemporary capitalism typically seeks “cultural raw
materials that can be transformed into hard cash through the conservation, restoration,
and outright fabrication of indigenous landscapes and traditional cultural practices for
the amusement of metropolitan consumers” (Upton 2001, 298). Upton (2001) here
refers specifically to cultural and heritage tourism, situating it within the development
discourse. In the dialectical interplay, “traditional” is produced as the complement to
“modernity” (298). Upton also recognizes the on-going production and reproduction
of local/global, host/guest, and self/other binary oppositions within the tourism experi-
ence, as well as in the crafts or souvenirs produced for the tourist or global market.
These “dichotomies of modernity lose their persuasiveness,” however, as the overarch-
ing political economy enacted in and through capitalist globalization and development
continue.
In summary, we find several important trends in COO theory that inform our work.
First, COO theory is inflected with development discourse and creates an underdeve-
loped Other in societies that are different. Second, COO theory encourages marketers
to manipulate images by disguising Third-World linkages for strategic gain; in the
process, marketers reify the hierarchy of developed and developing nations. Finally,
studies on marketing and consumption of cultural products show that the Third-
World linkages can be used for strategic gains as long as they feed into the dominant
notions of underdeveloped Other. It is this aspect of underdeveloped Other that we
scrutinize more closely in our study of marketing and consumption of cultural products
from Third-World countries in and to the USA.
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Underdeveloped Other in cultural products
The data that we present in the next sections illustrate the manner by which historically
and culturally embedded development discourse provides a place image framework for
the marketing and consumption of cultural products from the Third World. Just as par-
ticipants in any discourse anticipate and experience a reality created by that discourse,
consumers are influenced by the reality that is created through development discourse.
However, the emphasis on development found in both the marketing and consumption
of these products derives from sociocultural and historical bases at large. Thus, it is not
simply the COO marketing framework by itself that creates development discourse in
this consumption context. Rather, both marketers and consumers draw upon the dis-
course – the marketer, in order to create meaningful communications; the consumer,
in order to assess, take part in, and contribute to that meaning, thereby also making
sense of his/her own consumption. We therefore present data for both marketing and
consumers in this study; we chose this particular example because it illustrates well
the theory and relevant dimensions of development discourse in the COO framework
that we wish to demonstrate. As has been suggested, however, the purpose of our analy-
sis is not merely to highlight Otherness, as illustrated in various studies (e.g. Borgerson
and Schroeder 1997; Costa 1998). Instead, we are specifically interested in critically
assessing the hierarchical implications of development as manifest in marketing and
consumption of Otherness in COO theory and practices.
Methodology
As inherently illustrative of consumption of Other, here underdeveloped Other, we
chose to examine the American marketing of non-Western craft products. Utilizing
directed searches, we collected data in various forms and using a number of methods
to understand marketing discourses and practices (Moisander, Valtonen, and Hirsto
2009). In an early phase of the research, we collected copy from catalogs, many of
which are no longer in circulation; copies of these catalogs are available upon
request. Internet marketing has increased in prevalence and use, forcing many mail
and brick-and-mortar retail sources out of business. Here, to illustrate marketing prac-
tices that invoke development discourse, our primary focus is online sites, but we
include some of the catalog examples as well. Much of the data from these catalogues
are now presented in the appendix and illustrate the discourse as on-going. The consu-
mer data emphasize consumer responses to presented data, as well as online consumer
reviews. In early and subsequent phases of the research, we obtained consumer evalu-
ations of cultural product websites, and we visited and observed consumers in retail
outlets specializing in such products. Although these latter data are not presented
here, our systematic data collection provides for method, researcher, and data triangu-
lation, as well as referential adequacy in the provision of trustworthiness of the data and
analysis in the study (Erlandson et al. 1993).
Online marketing data
We began by visiting websites and collecting catalogs that claim to market products
from other societies and/or from regions and subcultures within American society.
From a large sample of more than 100 sites and catalogues, we chose examples that
emphasize the national, cultural, or regional origin of the products. The vendors in
the subsample marketed craft products purported to originate primarily in Native
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American, Asian, and African societies. For comparison, we also included data that
illustrate the marketing of products from Europe and the “mainstream” USA.
The authors each analyzed the contents, products, copy, and other aspects of the
marketing data separately before converging in the analysis and discussion presented
here, further utilizing researcher triangulation. Through the use of numerous vendors
representing products from a variety of cultural backgrounds, we triangulated data
within the context of marketing discourse analysis. Our investigation at this point
was intended to assess marketing practices, specifically with respect to this particular
type of product as relevant to underdeveloped Otherness. We also examined instances
in which marketers apparently deployed themes of alterity, exoticism, hand-made, etc.,
for products originating in the First World and included them in our analysis2 (Erland-
son et al. 1993). This helped us in achieving trustworthiness of our findings and further
illustrated the nuanced nature of the discourse.
Consumer responses: images and reviews
Three types of data formed our consumer response database. First, we showed eight
images of cultural products from different countries to 41 consumers representing a
range of ages, backgrounds and income in various parts of the USA. In order to
avoid cueing the participants to any particular cultural form or origin, all advertising
copy attached to the images was removed. For each of the images, participants were
asked to indicate where they thought the product was produced and why they chose
that particular location. They were also questioned about their own willingness to pur-
chase and to describe a typical buyer of these products. In addition, three in-depth inter-
views were conducted utilizing a smaller number (two to four) of the product images.
The verbatim transcripts of all questionnaires and interviews form our consumer
response database. Our third source of consumer data was derived from online consu-
mer reviews of craft products. Although most of these responses pertain to speed or
quality of delivery, price, and esthetics of craft products, we specifically focused our
attention on identifying reviews that included references to national origins (COO)
of products.
Our analysis revealed salient themes corresponding to elements of development dis-
course that are strongly represented in the marketing and consumer data. A few incon-
sistencies in the consumer data were also noted and are included in our discussion,
primarily to illustrate the detailed and nuanced nature of discourse, as well as for the
purpose of expanding our analysis (Erlandson et al. 1993).
Findings
In the marketing and consumption of these products, development discourse is invoked,
communicated, evoked, and assessed in the context of country images. In general, the
marketing and consumption of these products emphasize relative distance of Self
versus Other through alterity, as temporal, spatial/geographic, psychological, and/or
cultural remoteness of different countries. We identify two themes of “Alterity in
Marketing Underdevelopment of Countries” and “Consuming Otherness of Underde-
veloped Countries” from our marketing and consumer data sets, respectively. In
these tropes, hierarchy, superordination/subordination, knowledge, and authority
versus “known,” power of First over Third World, or of “developed” consumer over
“underdeveloped” producer are apparent and help to critically understand COO images.
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While we have covered in this section several subcategories of Otherness and dis-
tancing in development discourse, it will be apparent from the examples that much
overlap exists within/among these categories. As with development discourse in
general, the Otherness and distancing found in the marketing and consumption of
these products draw upon allusions, references, and metaphors that create an overall
sense of Otherness and distance from self (that is, from the consumer). Thus, it is
typical for marketers and consumers to allude to more than one type of distance
within the same phrase or adjacent phrase. Focusing first on marketing representations,
we begin with the description of online and catalog pictures and copy that draw upon
and evoke several intersecting developmental themes and categories. We then present
further examples of text and images that exemplify the types of marketing of Otherness
relevant to this discussion, followed by the presentation of consumer data.
Alterity in marketing underdevelopment of countries
Alterity ofnations is essential to Otherness that is created through discourseofdevelopment;
various forms of alterity of places are often evoked simultaneously in the marketing of these
products. In the following copy, marketers invoke and create temporal distance to present
their products as unique and alluring relative to the experiential domain of “modern and
developed” Western countries, using phrases such as “produced here for generations by
these members of an ancient blacksmith caste” (Ten Thousand Villages http://www.
tenthousandvillages.com/copper-teapot-ornament, accessed January 15, 2011), “centuries
old traditional designs” (Museum Store Company http://www.museumstorecompany.
com/product...id=3593), and “made during the Qing dynasty” (The Metropolitan
Museum of Art Store http://www.store.metmuseum.org/Necklaces/Long-Life-Medallion-
Pendant/invt/09073982, accessed January 15, 2011).
As marketers suggest temporal distance, they often also offer a sense of the remote
origins of their products through allusions to spatial distance, typically referring to
specific geographically distant and underdeveloped countries, types of settlements,
and underdeveloped social organization and distinctions, such as tribe and caste:
A traditional tribal blanket of the Basotho people of Lesotho, this smooth, flat-pile wool
blanket features royal headpieces and ears of maize that symbolize prosperity and fertility.
(Anthropologie http://www.anthropologie.com/anthro/catalog/productdetail.jsp?id=99
3236)
Traditional quilts with an exotic edge add glimpses of another culture to your surround-
ings. Each is an original, handmade in India by artisans who work lengths and patches of
vintage cotton saris into stunning throws for sofa, chair or bed. (Sundance http://www.
sundancecatalog.com/PRODUCT/44557.html)
Makichi tribesmen living near the “smoke and thunders,” Victoria Falls, wear these full
body suits in ritual ceremonies when young boys are initiated into manhood. (African
Connexion, 3)
In this last example, the marketer also draws upon both the cultural remoteness of
country or place of origin through underdevelopment of the Makichi tribe, referring to
manhood rituals, and the spatial distance of Africa and Victoria Falls. In some of the
catalogs, we also see references to products from Europe that are temporally removed,
Our necklace is based on an elegant rope of jade beads in the Museum’s collection of
European Sculpture and Decorative Arts, created between the nineteenth and twentieth
century. (http://store.metmuseum.org/Necklaces/Jade-Bead-Necklace/invt/09006206)
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There is, however, a subtle yet important difference between the above descriptions of
products originating in Europe and the Third World. In the case of underdeveloped
Other, the products that are temporally removed are situated in the present of the
Third World. Thus, the contemporary world of the Third World is primitive and tem-
porally lagging behind the First World. On the other hand, as we see in the above
description of a European product, the necklace is from the past. The usage of
museum in the above description further reinforces the belief of its removal from the
everyday contemporary world of Europeans and thus distinct from the Third-World
products which are in everyday use.
Other product descriptions also evoke geographical distance in place or country
image by emphasizing adventure and travel:
We had just finished buying some purses from the “Long Neck” tribe and Liz wanted to
go to an elephant camp. So we traveled to the nearest elephant camp. (Exotic World Gifts
http://www.exoticworldgifts.com/videos.php)
Our heart-shaped courtship box is a masterpiece of Indian craftsmanship that Syd found
while wandering the dusty streets of Delhi. (Daily Planet, 8)
Travel and “wanderings” in Delhi induce a sense of Western exploration in an exotic
locale, simultaneously creating excitement and a sense of danger, all part of the
Western developed consumer’s ability to purchase, use, experience, and know the
alluring yet underdeveloped and subordinate Other.
Johada (1999) suggests “remoteness [is] as much in [the] ‘psychological’ sense ...
as in the geographical sense” (1). Thus, alterity of underdeveloped can also be
expressed in other forms of distance of places; marketers often evoke psychological
remoteness of place or COO through allusions to the mysterious, sacred, and mystical
underdeveloped subjects:
This Mayan mask shows the different stages of life as part of a never ending cycle of
human evolution through life and the afterlife as it was understood by the mayas. The
mask has three layered faces, each representing one particular stage of life. The inner
face represents the beginning of life at birth. The middle face is the most important one
since it represents the adult stage when the person comes into his full potential and
most of his life experiences happened. The outer or third face represents the end of
earthly life. This sacred time was viewed by the Maya as the end of one cycle and the
beginning of another one. Death was followed by lavish preparations for the next life.
(Museum Store Company http://www.museumstorecompany.com/product_info.php?
products_id=2041)
Thus, although some marketers attempt to induce a sense of familiarity and intimacy
with products and their producers (Hendrickson 1996), the descriptions in these par-
ticular websites and catalogs often create an aura of underdevelopment, psychological
and experiential distance, and resultant alterity of places of origin. Product narratives
typically include stories and myths, suggesting the supernatural and mysterious, again
often accompanied by spatial or temporal remoteness. For example, referring to a deco-
rated bamboo stalk and roots, catalog copy proclaims, “A mystical wise man once
wandered the remote, fog shrouded mountains of China ...” (What on Earth 1996,
22). The description of the design on a hand-carved dragon indicates “the mythical
imperial dragon is perpetually pursuing the pearl of infinite wisdom ...” (What on
Earth, 6), inducing mysticism through myth, as well as a sense of timelessness. “Koko-
pelli’s mystical tune resonates from this jacket ...” (Reverie 1996, 12), suggesting that
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this enchanted flute player of the southwest magically impregnates a piece of clothing
with his spirit!
Perhaps cultural distance is evidenced most clearly with marketing references to
lack of “civilization,” barbarian, primitive, or savage, and thus to the concept of
“underdevelopment” of countries in various forms. Remaining aware of the Rous-
seauian “Noble Savage” (see Ellingson 2001), we would argue that these allusions to
underdevelopment plainly evoke hierarchical comparison, explicitly indicating not
only difference but superiority of Self over Other:
Ghostbuster Mud Figure – the legendary Chung Kwai was known in ancient China to
drive out demons and evil spirits. Wine was the fuel of his ferocity and the more he
drank the more evil spirits he was able to chase. (Winterthur 1994, 41)
Savage Arts Pottery – classic southwest designs combine with innovative techniques to
produce pottery that is deeply connected to the past. (Simply Southwest 1996, 2)
Note in the last example the use of “Savage” evoking cultural distance, “classic” refer-
ring to timelessness, “past,” and “innovative” assuring the consumer that the product
is somehow temporally and culturally remote and, at the same time, “new.” In
another example, “tradition,” “antique,” and “modern” appear together within a
single product description:
Bold colors and intricate mirrorwork – traditional Gujarati embroidery designs from
antique textiles, reworked for a modern look. Women artisans of St. Mary’s Mahila
Shikshan Kendra in Ahmedabad use locally produced handloomed cotton cloth and
thread to embroider this striking table runner.
St Mary’s Mahila Shikshan Kendra is a women’s handicraft organization run by the
Dominican Sisters in Gomtipur, Ahmedabad. This area of Ahmedabad, once known for
its textile mills, suffered much unemployment since global competition closed the mills
in the 1980s. Artisans of St. Mary’s create mirrorwork embroidery in the tradition of
the Kathiawadis, a craft more than a thousand years old. (Ten Thousand Villages
http://www.tenthousandvillages.com/mirror-table-runner-in-blue)
It is evident from the above description that in some cases primitive is combined with
modern to make the products from underdeveloped Other attractive for American con-
sumers. Moreover, images of underdevelopment and poverty through terms such as suf-
fering and unemployment are deployed to make products of Third-World origin more
appealing. Thus, dialectical tension of distancing versus wanting to consume further
highlights the subordination of Other. This form of alterity of underdeveloped countries
may be evoked either directly with use of terms such as suffering, unemployed, etc., or
more indirectly through allusion to temporal, cultural, or geographical distance, or
through a combination of these forms.
Another form of dialectical tension is further manifest through development discourse
emphasizing “simple” manufacturing methods from “developing” countries. Again, some
marketing text draws upon a romanticized conception of “pure” and “ancient” forms of
artistry. Consistent with the “Noble Savage,” such copy implies that the techniques and
those who employ them are far removed from a modern, mechanized and developed
Western way of life. For example, one description indicates: “Throughout the world
there are diligent artisans who have disregarded futuristic manufacturing, and have
embraced the old way of doing things” (J. Marco 1996, 2). Thus, the marketer emphasizes
hand-made items and underdeveloped manufacturing traditions of certain countries:
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The artisans of Bali, Indonesia are skilled masters in the art of carving wood and ceramics.
Both are unique talents that have been handed down through the generations. Making han-
dicrafts, hand carved furniture, musical instruments and home decor is the livelihood of
the Indonesian artisans and they take incredible pride in their work. They are perfection-
ists at what they do and love to share their gift for all to enjoy! The artisans that have
created these instruments are specialists in both the design detail and musicality. Each
one is hand crafted with intricate designs and patterns to give each instrument a unique
look and feel. (Overstock.com http://www.overstock.com/Worldstock/Mini-Djembe-
Drum-Indonesia/4269225/product.html?rcmndsrc=6)
The Ocarina is the oldest known flute in the world. (American Museum of Natural History
Online Shop http://www.amnhshop.com/cultures-of-the-world/central-south-american.
html, accessed January 15, 2011)
The overlap of elements, both in terms of presentation and in terms of underlying
meaning, is again apparent, as the issues of timelessness – archaic, ancestral, or
ancient arts – geographic remoteness, and cultural distance of places are all brought
to bear in this development discourse in which hierarchically developed are superior
to developing countries and places of origin. The usage of “hand-made” in the
context of the products originating in the First World is different,
Rococo Necklace: A dazzling rendezvous of Venetian glass beads and Swarovski crystals,
our necklace puts on the Ritz in an ornate display of jewel-encrusted glitz. Silver-plated
accents and lobster closure. Handcrafted in Italy.
For more than a thousand years, successive generations of Venetian glass artisans have
passed their ancient craft of working glass down from master to apprentice. Even today
in Venice, the art of hand fusing molten glass into beautiful multi-colored beads continues
in the strict traditional manner using only copper wire, colored glass and a simple gas
flame.
In the 1890′ s, Daniel Swarovski developed the formula for producing crystals hard
enough to withstand precision diamond-cutting methods, and patented the machinery
needed for faceting them. His namesake gems, still made exclusively in Swarovski’s
native Austria, are known worldwide for their quality composition and superior
sparkle. Swarovski crystals come in a full spectrum of colors and wide selection of
shapes, making them a favorite of jewelry designers. (http://www.sundancecatalog.
com/product/code/50175.do)
The Rococo Necklace is hand-made but also has parts that are patented and machine-
made. There is also an emphasis on branding with the usage of Swarovski to give a
different meaning to the product and to bring in First-World associations (see also
Chao 1993; Johansson and Nebenzahl 1986). Thus, handcraft in Italy can also
connote traditional workmanship as in a Third-World context, but the overall
framing of the product is not based on underdevelopment. The framing of the above
product is well within the context of developed marketing and production systems of
First-World countries.
On the cover of a catalog specializing in the sale of “African Crafts,” several (pre-
sumably) African men stand or sit with their heads bowed (African Connexion 1996).
The portrait is slightly blurred, suggesting a haze through which the reader must peer.
Each man holds a spear and is wearing “native” or “traditional” dress. The image is
that of ancient people, far removed from developed “civilization,” and representing a
war-like existence, implying tribal affiliation, and with a suggestion of violence. The
depiction, which builds on development discourse suggesting another era, savagery,
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and male aggression and prowess, conforms well to the representations of the underde-
veloped countries as described by Escobar (1995), Rahnema (1997), and as evident in
the COO hierarchy of nations.
Marketing images and copy illustrate the role of development discourse in the
marketing of the Third-World products. Further invoking hierarchy, manufacturers
are portrayed as in need of aid and protection as they come into contact with the
developed world, a contact intensified by the marketers themselves:
Nyishi Tribe Artisans. A group of brave and talented women artisans in the Himalayan
mountainous region of India create beautiful jewelry. These women are victims of
child marriage, and are now living in the Short Stay Home ran by the cooperative.
They are now earning a living by making jewelry and other ornaments. At the same
time, they are going through training for weaving, cutting, tailoring, etc. All of their
work reflects their perseverance, talent and ethnic art of the region. (Exotic World Gifts
http://www.exoticworldgifts.com/artisan_stories.php)
Temporal and spatial distance, the exoticism and uniqueness of tribal peoples and their
associated products, and simplicity and the use of human hands, as opposed to machin-
ery, for manufacturing are all invoked from development discourse. As also reported in
the earlier case of Mahila Shikshan Kendra from Ahmedabad, India, marketing images
and copy conform to Pratt’s (1992) concept of “anti-conquest;” underdeveloped
countries as under the influence of Western consumers and marketers, conveying a
sense of dependence on Western countries:
Exotic World Gifts partners with Airline Ambassadors (affiliated with the United Nations)
who provides humanitarian aid to children and families in need worldwide ...works with
local villagers to discover authentic products and create sustainable income for these com-
munities ...conducts business according to Fair Trade Principles and is committed to: fair
wages, gender equity, healthy working conditions, environmental sustainability, financial
and technical support, and respect for cultural identity. (Exotic World Gifts http://www.
exoticworldgifts.com/videos.php)
In the following example, the underdeveloped places are presented not only as vulner-
able and in need of protection, but also as objects for the Western gaze:
Natural Fashion: Tribal Decoration from Africa. This photo-filled edition from Hans Sil-
vester provides portrait after portrait of tribe members from the Omo Valley of West
Africa. Using only natural pigments and materials, each bedecks themselves in unique,
elaborate and visually stunning ways, following a tradition left vulnerable by tourism,
climate change and conflict. (Anthropologie http://www.anthropologie.com/anthro/
catalog/productdetail.jsp?id=973525)
Thus, not only do the products, images, and copy convey a sense of hierarchical Other-
ness of different countries, the text also alludes to a development discourse in which the
underdeveloped countries, with the help of more developed Western countries, should
attain a similar way of living. The above narrative suggests to consumers that these pro-
ducts originate in countries where poverty and poor health may be alleviated by the
consumer’s purchases (a suggestion typical of social advocacy); Exotic World Gifts
refers to this as “compassion shopping” (Exotic World Gifts http://www.
exoticworldgifts.com). References to quality of life, starvation, and lack of education
suggest to the consumer that he/she would not want to actually be a member of
these societies. Rather, the purchaser can capture and own a part of African life,
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consuming the artifacts of primitive, perhaps “vanishing” cultures. Invoking the
dialectical tension of allure/desire versus distance, the consumer may partake of
these societies while remaining within the “safety” of Western society. She/he may
believe that her/his own consumption of the Other contributes something vital in
return, helping to preserve a way of life, perhaps even “saving” the underdeveloped
countries by helping them to become more developed. Both marketers and Western
consumers seem to perceive themselves as providing “aid” to “vanishing” cultures
and peoples, reinforcing rather than negating the hierarchical dimensions of Otherness
through discourse of development in the COO framework.
We suggest, therefore, that the distance within time and space, psychology, and
emotions are all hierarchical as well, placing the American consumer above the under-
developed countries. “Developed” implies newer and better in American society, but
the underdeveloped life is undesirable in the face of twenty-first-century innovation,
progress, and technological prowess which comprise development discourse in COO
theory and practices.
Consuming otherness of underdevelopment
As with the marketers’ use of development discourse, consumers’ responses indicate
the relevance of underdevelopment in consumption process as well. Like the marketing
data, the consumer data show both overlapping and distinctive tropes related to alterity
of underdevelopment in its various forms. Hierarchy is clearly manifest in the assess-
ment of manufacturing materials, techniques, and countries.
While alterity is implicit in the marketing copy as underlying assumptions of dis-
tance and difference; it is explicit in the consumer data, with direct reference to
spatial or geographical distance separating the Western countries from underdeveloped
Other. Since some consumers were responding to a query about product origin, this
emphasis may not be surprising. However, analyzing the various answers provided
by any given consumer, it is the oppositional and hierarchical nature of the West
(developed, civilized) versus Other (Africa, South America, Asia, primitive, underde-
veloped, backward) that clarifies the significance of alterity and distance of countries as
consumers assess these products. In consumers’ online product reviews, where origin
itself is not part of the query with which they are presented, consumers nevertheless
provide similar descriptions that emphasize hierarchy and Otherness of countries of
origin.
The dialectical tension between “developed” and “underdeveloped,” “primitive”
and “civilized,” “self” and “Other,” and “familiar” and “unknown” is typical of consu-
mer responses to the craft products shown to participants. Products believed to be pro-
duced by the underdeveloped Other are described as “unique,” while items attributed to
the West are seen as typical, common, and “normal” by comparison:
European ...it is a nice unobtrusive, inoffensive piece .... (M #10)
Africa ...images on it remind me of tribal war masks ...[bought by] someone who
enjoys ...unique furniture. (M #16)
Consumers show remarkable similarity in their collective interpretations of place
images and employment of development discourse and consumption of the Other.
For example, consumers invoke the supernatural in reference to a product deemed
to be of “underdeveloped” origin. One consumer suggested carvings on a cabinet
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resembled “African fetishes ...it’s ‘raw’” (M#15). Referring to a mask, another said
“this has an Aztec feel to it – appears to be a god they may have worshipped”
(M#26), while a third suggested the mask would be purchased by a person “who
likes the wild-mythic style of the Orient” (M#20). Another consumer described a dec-
orative object as something that “looks like it is a piece for a ritual that takes place”
(M#27). Supernaturalism, ritualistic, and mythic are characteristic tropes of under-
development in development discourse and are avenues by which Otherness is demon-
strated and invoked; here consumers draw upon it to explain why they suggested an
“underdeveloped” point of origin applied to each of three different products.
The consumer also considers manufacturing and design in assessing and categoriz-
ing of the products. Consumers and product reviewers elaborated upon these attributes
in detail, indicating that manufacturing and design may be particularly important. One
consumer deemed a small cabinet to be from Africa, because “the primitive looking car-
vings on the doors look tribal in nature” (M#9), implying the homology of tribal, primi-
tive, underdeveloped, and African origin. Similarly, another consumer attributed the
image of a chair to “New Zealand/Australia ...[because] the bottom of the chair
looks primitive and hand-made, perhaps in reference to the aborigine” (M#18). In
another example, the consumer who considered Africa and New Zealand as possible
points of product origin on the basis of “natural,” “tribal,” and “untamed” appearance
suggested another product was likely to have originated in the “Northeast, US ...Mas-
s[achusetts], New England,” because “it has to be from a more modern place because of
the exactness on the seat planks” (M#3). Thus, responses contrast markedly with
descriptors of objects assumed to originate in Western countries, where participants
used the term “modern” frequently and interchangeably with such synonyms as “con-
temporary” and “ahead-of-the-time.” For example, a consumer who evaluated an
“African” cabinet invokes a contrasting “advanced” origin for a product he believes
is American, saying “it looks high quality and modern ...contemporary design”
(M#9). Another consumer indicated one product “has a modern, sleek, ahead-of-the-
time look ...very American” (M#29).
In general, craftsmanship is a definitive and hierarchy-based attribute, with high-
quality, sleek, and exact contrasting to crude, rough, and inexact. Some consumers
specifically emphasized the use of machinery and “precision” workmanship in
Western countries:
[Made in] Germany ...It is very sturdy and well made in appearance. It has fluid lines and
strength that I associate with German craftsmanship. The joints appeared to have required
some basic machinery. (M#4)
Alternatively, manufacturers in the Third-World countries were perceived to be “disad-
vantaged” in terms of efficient use of time, energy, and technology in the production of
their crafts:
Africa ...this is the type of item that looks as if one person spent all their time and money
to make this with rather archaic tools. (M#21)
The consumer enters into an evaluative assessment as to how and why a product is per-
ceived to be of a certain origin, not merely suggesting types of remoteness, but also
delving into the specifics of the cultural and product characteristics that have led to
his/her evaluation and assignation of “developed” versus “underdeveloped” origin.
Here, drawing upon development discourse, a lack of mechanization is interpreted as
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belonging to the underdeveloped Other. A consumer reviewer also focusses on hand-
crafted and artisanal:
I love it, it is primitive and authentic looking. The price is very reasonable. It has a hand
tooled look and imperfections that you would expect, like the eyes are not exactly the
same. BTW, my kids think it looks like Barak Obama. (Overstock.com http://www.ove
rstock.com/Worldstock/Asante-Royal-Mask-Ghana/663057/product.html#custreviews)
Torgovnick (1990) suggests simplicity draws upon imagery of the underdeveloped
primitive as “child-like,” “irrational,” and incapable of employing “modern” technol-
ogy (99), and these, too, seem to form part of our consumers’ assumptions of developed
and underdeveloped countries.
A closely associated theme is the perceived conservatism of Western culture. Here
the use of the term “simple” is used differently than suggested above and is applied to
Western products that are perceived to be less “loud” or “garish” than products manu-
factured by the underdeveloped Other:
...this item is from Europe (possibly Scandinavia) ...I chose Scandinavia because I’ve
heard that their furniture tends to be conservative, simple, yet artistic. (M#1)
...this piece comes from Norwegian (Norway) lifestyle ...Norwegians are simple
people. They like things that are plain, do not stand out. (M#11)
It is from the Orient (China) ...I would not buy this ...it is too loud. (M#27)
This theme is consistent with development discourse that portrays underdeveloped
Other as not only lacking in economic capital but also in cultural capital in comparison
with Western subjects (see Bourdieu 1984). Furthermore, it is based on notions of cul-
tural and technological “progress” and “hierarchy” that again seem logically connected
with attitudes of new, recent, and “modern” as developed.
While we have identified the existence of distance and alterity in development dis-
course, counterpoising Self versus temporal, spatial, psychological, and cultural Other in
such dichotomies as modern versus primitive, civilized versus savage, and common
versus unique, we also noted some pattern variation. We consider these cases to be
illustrative of nuanced application of the discourse-based characteristics. For
example, most consumers indicated that they would buy “Western” products perceived
to be elegant and would not buy products of culturally Other origin because they lacked
stylishness, but one person described a product from the “orient” as having “an under-
stated elegance” (M#16). In addition, while the majority of consumers suggested cultu-
rally Other products would typically rate low on functional value, one individual found
“native African” and “Indian” art to have “more useful purpose” (M#5). We believe
these variations must be understood as manifestations of nuances in development dis-
course and in the application of that discourse to product evaluation. M#16 said the
product had “understated elegance” but originated in the Orient; Orientalism itself,
even the mere use of the word, indicates perceived Otherness and hierarchy, as well
as an essential ignorance of the diverse forms of Asian, Near Eastern, and Middle
Eastern culture and life (Escobar 1995; Said 1978). Seeing objects and products of
underdeveloped origins as somehow more useful or functional reincarnates the image
of Rousseau defying the art and science of “modern man.” Thus, while a strong response
pattern reflected conformity with the discourse, a few consumers provided more
nuanced descriptions while still drawing upon the basic dichotomy of origin. In the
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process, we suggest, they reinforced, the inherent hierarchy and essential Otherness of
underdevelopment in country images.
In another instance, a consumer determined that both the West and cultural Other
are encountered in a single object, which he decided came from “India,” and therefore
reminded him “of British colonization, foreign yet refined” (M#18; emphasis added).
Suggesting substantial complexity in application of the discourse, the consumer
thoughtfully observed the product features, considered their “fit” with his “knowledge”
and assumptions, decided the product must originate in a non-Western country, then
resolved the issue vis-a`-vis other “developmental” possibilities by placing the
product in a “less underdeveloped” COO that has experienced substantial colonial
and neo-colonial contact with a Western society. This serial application of various
dichotomies again reinforces Otherness through development discourse.
Thus, consumers attempt to designate an object as originating in a developed or
underdeveloped country by virtue of associated characteristics, attributes, and/or the
feelings it evokes. We argue that these oppositions specifically illustrate Otherness in
country images and pervade both our marketing and our consumer data.
Discussion
The relevance of underdeveloped Other to the COO theory and practices is clear.
Images and text convey a complex mosaic of development discourse, overlapping
and intricately related to one another, while simultaneously representing distinct pat-
terns or themes. The marketer draws upon temporal and geographic backwardness
and isolation; psychological remoteness and cultural difference; romantic “savagery”
through aggression, yet the lure of the Other, culminating in an ambivalent tension
of approach and avoidance. Similarly, various forms of alterity and distance, hierarchy
of self and Western versus Other and underdeveloped emerged from the consumer data.
COO theory and practices are steeped in development discourse through which a
hierarchy of nations is created and reified (e.g. Mittelstaedt et al. 2004; Papadopoulos
and Heslop 2000). Our critical examination of COO theory and practices in the context
of craft products helps to question this stance through which the Third World is
confined to a subordinate status. We show that COO theory from its inception is
inflected with a particularized vision of progress through development discourse and
has privileged the West.
While we see a straightforward application of development discourse in the market-
ing copy, the consumer data are more complex and nuanced concerning the discourse’s
applicability to a given product. Marketers communicate why a particular product
origin should be thought of as mystical, unique, underdeveloped Other, and desirable.
On the other hand, consumers’ comments suggest a consumption process whereby the
discourse concerning both developed and underdeveloped origins is drawn upon, remi-
niscent of both the tropes and the reflexivity found in development discourse (e.g.
Escobar 1995; Illich 1969; Rahnema 1997) and forming distinctive patterns dichoto-
mized clearly into First- versus Third-World origin. In this study, then, both marketers
and consumers invoke a discourse, development, that is essentializing, hierarchical, and
a manifestation of, and trigger to, unequal power relations among countries.
The marketers and consumers in our study evoke and invoke country origins to
create Otherness; our findings therefore are reminiscent of the studies by other scholars
concerning similar or diverse products (e.g. Bonsu 2009; Borgerson and Schroeder
1997; Costa 1998; Price 1989; Price and Price 1992) and of theorists of development
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discourse more generally (e.g. Escobar 1995; Illich 1969; Rahnema 1997). Our empha-
sis on development discourse as a source of Otherness in COO theory and practices
deepens the critiques of the dominance of the West developed by Bonsu (2009) and
Costa (1998) by adding an elided source of Otherness. We show that development
discourse creates subjectivities which are manifest in our data and that reify global
hierarchies. This, in turn, helps to identify another source of the institutionalization
of development (see Escobar 1995) through theory and practice of COO.
It is clear that development discourse pervades the marketing and consumption of
numerous products and is found in various forms throughout Western culture. Concern-
ing the myth of the Noble Savage, for example, Ellingson (2001) writes:
Not only has the myth not faded into historical obscurity with the passing of the particular
circumstances that engendered it, and not only has it undergone multiple reframings and
revitalizations over the decades; ultimately, it has succeeded in far outstripping the bounds
of its anthropological origin and penetrated broadly and deeply into the conceptual-discur-
sive worlds of scholarly and popular culture. (381)
Ellingson (2001) goes on to suggest that this form of underdevelopment and primiti-
vism eventually became a “symbolic attractor,” in the sense that “other symbols,
ideas, and programs of actions” were drawn to it, reinforcing and furthering its uses
and abuses within Western society (385).
Development’s societal permeation is not the issue as much as its origins and
implications, however. Ellingson illustrates the racist foundation of the Noble
Savage myth in nineteenth-century anthropology, influencing the works of such
notable social scientists as Morgan (1877/1971), Spencer (1896–1897), and Tylor
(1871). Serving to legitimize anthropology as a “science,” these theorists placed
societies in hierarchical classification schemes, implying or directly applying notions
of selective survival of the fittest and Social Darwinism. Johada (1999) also emphasizes
the role of racism among Western scientists, whose work and pronunciations added to
the general popular discourse of Otherness in the nineteenth century and gave it greater
legitimacy and power; “[t]he image of the savage has always refracted through lenses
consisting of particular ideas, interests and values” (11–12) of the dominant classes,
cultures, and geographic spaces. COO theory and practice perform a similar role in
the contemporary world of markets.
In critiquing “late capitalism,” Horkheimer and Adorno suggest that schemes of
classification, regardless of their intended uses, reinforce and invigorate hierarchy
and power relations:
It is characteristic of the sickness that even the best-intentioned reformer who uses an
impoverished and debased language to recommend renewal, by his adoption of the insi-
dious mode of categorization and the bad philosophy it conceals, strengthens the very
power of the established order he is trying to break. (Horkheimer and Adorno 1944,
xiv; see Ellingson 2001, 357; see also Habermas 1970; Marcuse 1964)
Indeed, not only are such gradations in COO theory or practice subject to hierarchiza-
tion, the process of assortment and grouping is inherently essentializing, exposing the
essentialized and stereotyped subject to both positive and negative expectations and
reactions, with political consequences in any case (see Headland et al. 1997, especially
Sponsel 1997; Bodley 1997). Escobar (1995) concludes that such political implications
include diverting attention toward the “underdeveloped” peoples concerned and away
from the discursive origins, assumptions, and manipulations.
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Gaining popularity in the nineteenth century, Ellingson (2001), Johada (1999), and
Said (1978) agree that such discourses of Otherness were, and are, “a powerful political
vector that projects from the past into the present” (Ellingson 2001, 384). Originally
used to justify political orders that were hierarchical and racist, we have seen that
today COO is used to maintain the privilege and power of the “First-World” consumer
over the “Third-World” producer, “developed” over “underdeveloped,” “industrial-
ized” over “less industrialized,” “sophisticated” over “simple” – ultimately of the
Western Self/Society over the Cultural Other. Thus, unlike the counter-narrative of
racial hierarchy reported by Burgh-Woodman and Brace-Govan (2008), our analysis
is less optimistic in identifying a shift in power. We show that the very processes
that are created to dismantle global hierarchies are permeated with power play. Our ana-
lyses of marketing and consumer narratives of craft products show that development
discourse deeply pervades the West through COO theory and practices and continues
to recreate the Other as inferior.
Like the Noble Savage myth, underdeveloped is a “discursive and conceptual virus”
(Ellingson 2001, 388) with inherently negative social and global consequences. In the
end, it is inappropriate to merely accept our findings as another study that focusses
on the meanings marketers and/or consumers give to countries of origin. Concerning
the Noble Savage myth, a robust component of development discourse in general,
Ellingson (2001) suggests:
...rhetoric has an automatically insidious effect of undermining good intentions by using
language as a lever to subtly skew representations, pushing them ever so slightly over the
edge. By its inherent negativity, it forces us to frame the “other” not only in terms of an
absolute distinction from “us” but also one that has acquired increasingly derogatory and
detemporalizing connotations over the centuries. To be “savage” is not only to be wild but
also to be ferocious, ignorant, and backward. And it has the widest potential target range
of almost any racial epithet; it invites incorporation of every dark-skinned people who
stand outside the favored circle of the first-person civilized ...(355).
As Gupta (1998, 37) points out, “‘Development,’ in other words, is Orientalism
transformed into a science for action in the contemporary world.” In this development
discourse, the Third-World poor are the “children” of the West, with the potential to
eventually become consumers in a developed society through First-World financial
and technical support (Hall 1992; Manzo 1991). Here, modernity is put forward as
an argument in favor of continued subjugation of the Third World; the West is con-
sidered necessary to first enlighten the Rest. Accordingly, modernity is associated
with progress, development, the West, science and technology, rationality, and order;
tradition as an opposite of modernity is associated with stagnation, underdevelopment,
the Orient, poverty, superstition, and disorder (Gupta 1998). The discursive practices
that constitute COO theory and marketing create a chain of equivalence that simplify
the political space and allow Western hegemony to prevail in a more seamless
fashion (see Laclau and Mouffe 1985).
Our research helps to identify elements of power that are inherent to the COO
academic discourse. We found COO theorization to be lacking in reflexivity and
critical analysis. It fails to acknowledge that discourses or regimes of power/knowl-
edge prescribe subject positions to individuals, creating their identity as consumers,
marketers, or academics (see Foucault 1977, 1981). This uncritical adoption of a
theoretical discourse that is steeped in power results in subject positions that privi-
lege the First over the Third World. Thus, our research highlights the significance of
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reflexive and critical theorization that still remains at the margins of marketing
theory.
It is evident from our analysis that development discourse in COO practices helps to
create and legitimize the positions of “superior” Western marketer/consumer at the
center over an “inferior” non-Western producer at the periphery of the global system
(see also Costa 1998). This allows the Western marketer/consumer to represent non-
Western producers as marginalized subjects in need of support. For example, Middle-
Eastern women who are fighting against patriarchy by setting up their own business
to achieve economic independence from their husbands often require Western marketers
and consumers to come to their rescue by helping them to sell their products. These acts
of Western marketers and consumers are considered emancipatory for the underdeve-
loped Other. Thus, COO practices become a civilizing mission and create an
anti-conquest to help the Other become more developed (see Pratt 1992). Such
representations rarely delve into meanings of patriarchy, its roots in the Middle East,
and the role played by global corporations and the West in creating political structures
that allow discriminatory practices to flourish. These marketing and consumption prac-
tices, as our data show, rarely engage deeper historical or sociocultural causes of the pro-
blems faced by Third-World producers. COO theory and practices seem more
intelligible as they resonate with the common sense created by development discourse.
It is further possible that some First-World consumers understand the power
implicit in development discourse as it is deployed in marketers’ COO representations;
such consumers may choose to buy products not to reinforce the hierarchy, but as a
form of support to Third-World producers. This form of First-World consumer solidar-
ity and assistance may provide some economic power to Third-World producers.
However, our data show that marketers and the current marketing system appropriate
this process and create an alternate set of dependencies and patronage through devel-
opment discourse which restricts empowerment. Thus, our findings indicate that a
form of support which sounds good, even noble, becomes mired in a discourse that ulti-
mately limits its effectiveness. Moreover, buying Third-World products may help some
consumers, as Zizek (2009) has argued eloquently with the example of Starbucks, to
overcome the guilt of affluence in a world ridden with extreme forms of poverty and
deprivation. However, our research demonstrates this simplification of intervention
and ethical conduct is likely to mislead the consumer and, not surprisingly, fails to
alter global hierarchy.
In order to overcome the problem of perpetuating hierarchy, the COO theory and
practices must start by critiquing and distancing development discourse. This would
entail a theoretical critique of extant COO theorization that draws upon development dis-
course. Moreover, the dominance of managerialism in this area of research should be
replaced with a critical concern that does not encourage manipulation and reinforcement
of popular stereotypes (cf. Papadopoulos and Heslop 2000). A tighter policy is required
that scrutinizes and restricts those managerial practices that reify a global hierarchy of
countries or nations and nationalities. It is evident from our examination of marketing
of craft products in the USA that marketers represent Third-World producers as the
underdeveloped Other who are inferior to First-World producers and consumers. As
we have witnessed in the case of policy restrictions on depiction of different races, a
similar policy framework may be required for COO representations. Finally, and
equally importantly, a shift in popular perceptions of development must occur through
more inclusive media representations, popular enlightenment, and institutional restric-
tions on agencies and organizations that derive benefits from development discourse.
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Conclusion
In conclusion, in this research, we have critically examined COO theory and practices.
Our research shows that the COO framework is steeped in development discourse
through which a large part of the world is devalorized and is made into undeveloped
Other. Our research raises several questions for future scholarship, including how
underdevelopment discourse influences consumers and marketers in the Third
World, as well as how the discourse is resisted and morphed in different parts of the
world. Several marketing representations claim to offer benefits to poor Third-World
artisans from the sales of craft products, and it is necessary to critically understand
this facet of the marketing system. Finally, with a critique of COO theory and practices
through post-development framework, we hope to question one of the fundamental
tenets of the current trajectory of globalization and global consumer culture.
Notes
1. We believe that terms such as “developed,” “developing,” “underdeveloped,” “First
World,” and “Third World” are steeped in development discourse. These terms create a
form of discursive violence that we have questioned in this research. At several places in
this paper, we have used these terms in inverted commas to indicate our reservation.
However, for the sake of simplicity in this section of literature review and subsequently,
we have not used inverted commas. This does not mean that we uncritically accept the
usage of the terms.
2. We are grateful to one of the reviewers for suggesting this line of analysis to us and for
specifically identifying some variations and nuances in the data.
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Appendix. Further examples from product catalogs
Premodern: temporal and cultural distance
Marrakesh display table. Elaborately decorated with a chorus of colors, this traditional style is
called Mouchaabhier ...Following Arabian methods that date back to the medieval period ...
hand-built and painted (Daily Planet 1997).
Vintage silk sari robe ...fabled ...unique ...assembled from different fabrics (Art & Arti-
fact, 25).
Kilim of Kings ...the shaded look of a mellow antique (Sundance 1997, 17)
Prehistoric Drawings – Nearly 1000 years ago the Mimbress tribe painted designs on bowls
that were given to their loved ones (J. Marco C, 6).
Delve into the mysteries ...spiritual and holistic symbols that tell of healing powers and
future destinies (p. 6) ...this ritual double knife (p. 26) ...the mythical deity Barong protects
humankind from evil (p. 27) ...a powerful impression and a divine gift for those intrigued by
beliefs held a world away (Daily Planet 40).
“Underdeveloped” production techniques
Bows and Arrows – In homage to their ancestors, Native American craftsmen lovingly hand
carve each bow in the time honored tradition (Reverie C, 8)
Handcarved wooden faceplate with multiple eyelids and feminine features symbolizes
spiritual female rebirth sought in ancient tribal ceremonies. Crafted in Ghana (What on
Earth C, 16).
We would like to take this opportunity to share the rich and diversified artistic culture of
Africa ...we have imported tribal masks, authentic native crafts, fine art, wood carvings, sculp-
tures, baskets, and jewelry from the far corners of Africa. All the items are hand-made ...unique
crafts of Africa (African Connexion, 2).
Dependence
The sale of this unique collection of handicrafts provides essential employment to the local
craftsmen and women who are striving to improve their quality of livelihoods and their respect-
ive villages and tribes. We are members, supporters, and promoters of Life Outreach (who feed
Africa’s starving children) and the Endangered Wildlife Trust, who are concerned with anti-
poaching, programs (the largest and the most difficult wildlife conservation issue) and education
in rural areas as well as other worthwhile projects (African Connexion, 2).
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